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Abstract 
The competition among higher education institutions is getting tougher, especially in the era of globalization with the changing 
society overtime. As an established university, University X is facing the same problem. The main issue is how the university can 
sustain in the competition. Research work from Ford (2007) showed that creating unique differentiation is a substantial solution 
in order to survive the competition through finding the brand DNA (or its uniqueness) of the organization. How University X 
should focus on the uniqueness and enables it to stand out of the competition. The research focuses on finding brand DNA 
elements from the student and relates the brand DNA elements to the effort of promoting the university through interactive 
marketing. To answer the purposes, this research used qualitative approach in exploring the uniqueness. Further, this research 
conducted the in-depth-interview to 10 respondents who were the junior lecturers from the Faculty of Economics of University 
X. In analyzing the verbatim data, the authors used the data reduction model from Miles & Huberman (1994) with some 
modifications into five stages of analysis with data generalization. The results of the research shown that the most affecting brand 
DNA of University X were good education quality, good kinship, discipline, honesty, and Catholic, but lack of the value 
implementation. The higher involvement of the respondent determined the familiarity with the brand DNA of University X. The 
research also suggested that ‘good’ brand DNA determined the good interactive marketing activity which led to a higher 
sustainability of University X in the upcoming year. 
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1.  Introduction 
In the era of globalization, the competition among higher education institutions in Indonesia becomes more and 
more competitive. Higher education institutions in Indonesia are competing to get more students as a way to survive 
in the competition. Each and every one of them has their own competitive advantages and uniqueness that make 
them different from other institutions. 
There are 3.813 in total of public and private higher education institutions in Indonesia that compete to get 
students according to Indonesia’s Ministry of Education and Culture in April 2013. This data consists of both older 
and newer higher education institutions in Indonesia. Among these higher education institutions, older institutions 
need to improve their uniqueness in order to maintain their position from the threat of the newer institutions. All of 
them need to continuously improve themselves to be on top of the competition. 
Due to this evolution in higher education scope, the impact is also felt by the older university such as University 
X as one of the most prestigious private universities in Indonesia. A significant impact was felt in the decrease in the 
total number of students who applies at University X. 
As one of the oldest institutions in Indonesia, University X, which is a Catholic university, needs to state itself 
through marketing elements to become a more competitive institution. People’s perception of the institution is one 
of the most important elements to be improved to maintain the long term competitive advantage. This perception can 
be made from the easiest element to be seen such as the brand of ‘University X’ to the most subtle element such as 
the brand identity as a ‘Catholic university’ and the core value and the essence of the brand itself. 
Rankin (2009) explained that brand is an important intangible asset which will give a long term competitive 
advantage. The importance of brand is defined in a more specific term from the brand equity concept. Given that, 
the identity of the brand needs to be shaped in a more specific value of the brand which will be focused more in the 
brand DNA of University X.  
Brand identity as explained by Aaker and Joachimsthaler (2000) has the core identity and brand essence which 
describes the organization itself. In his book, Ford (2007) also explained the code as the essence and soul of the 
organization. Kasali (2007), in his book focused on explaining how to change the DNA to make a new and better 
organization. Through these definitions, brand DNA is the main essence and core value that can be felt and it 
distinguishes an organization differently from the others.  
Mainly, the brand DNA is felt by the employees of the institution itself. In academic institution, the most 
determinant employees arguably are the lecturers. Senior lecturers usually have conservative mind which make them 
hard to adapt to the values of the organization. Meanwhile, junior lecturers are more agile and flexible. They need to 
adapt to the new environment better from the beginning to shape a good value as the brand DNA. Therefore, the 
perception from junior lecturers will be important in delivering the brand DNA through interactive marketing such 
as lectures and attitude towards the students which is the main marketing element in junior lecturers. 
From the background that has been explained, the author intended to conduct a research about this matter with 
the following title: The Effect of Brand DNA on the Interactive Marketing: Perspective of Junior Lecturers from the 
Faculty of Economics of a Catholic University. 
2.  Theoretical foundation 
2.1. Literature review 
To answer the main issue of sustainable university, this research proposes an idea to adjust its brand equity as a 
strategic move (Kapferer, 1997; Kasali, 2007). Moreover, this research is about to explore the brand DNA of 
University X which is the essence of the organization and how the brand DNA affects the interactive marketing of 
the junior lecturers from the Faculty of Economics. The theories used in this research mainly are the brand identity 
theory with the brand DNA as a development of brand identity and interactive marketing as a way to communicate 
the brand DNA for long term outcome (Ford, 2007; Kasali, 2007; Keller, 2003; Anissa & Lukito Budi, 2014).  
Ford (2007) introduces his work in several non-profit organizations on how they managed to survive through 
their changes according to their own organizational values. The original value, Ford argued, can be compared as 
DNA definition since it reflected the true value of the organization; it is very specific and valid for the organization 
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only (Science Daily, 2013; Ford 2007). Later on, the idea also has been supported by several research works. For 
example, Beggs, Bantham, and Taylors (2008) also did a research on factors that influence the students in choosing 
their major by using the following factor categorization: information resource, job characteristics, suitability and 
interest in the subjects, major characteristics, funding consideration, and psycho-social benefit. This connects with 
the higher education theme and the perceived DNA that is delivered through the interactive marketing. Anissa and 
Lukito Budi (2014) also introduced their work of finding the strong DNA value of a brand (a university) that can be 
used to promote the university in order to maintain its position in the market. Given that, it can be argued that such 
DNA theorem exists and it can be used to shape the brand DNA value to the benefit of the organization. 
2.2. Brand identity and brand DNA 
Aaker and Joachimsthaler (2000, p.43) defined that a brand identity is a set of brand associations that the brand 
strategist aspires to create or maintain. These associations imply a promise to customers from the organization 
members. Because a brand identity is used to drive all the brand-building efforts, it should have depth and richness; 
it is not an advertising tagline or even a positioning statement.  
 
Fig. 1. Brand identity structure (Aaker & Joachimsthaler (2000). 
From Figure 1, we can see that the brand identity is divided into 3 different layers that consist of the extended, 
core, and brand essence. Basically, the brand essence has the same meaning as the brand DNA. To capture the brand 
identity as a whole, there are 4 elements of brand, those are: brand as product, brand as organization, brand as 
person, and brand as symbol. This theory is used by the author to conduct the research. 
Ford (2007, p.89) explained that code can be tricky to define. We can talk about code as the essence or soul of a 
church. We can talk about what code does, which is to shape the face of how the church displays itself to the world. 
Code shapes tradition, values, and mission. Code is not usually rational. Most often, it reveals itself indirectly and 
symbolically, through the myths, heroes, and stories that give a church its texture and flavour. Code, in fact, is most 
easily understood when things are out of alignment, when something isn’t right. When code functions, it is almost 
invisible, like the air we breathe. This definition will be used to capture the brand DNA through the experience of 
the respondents. 
From Aaker’s brand identity model about core identity and brand essence and Ford’s explanation about code as 
the essence or soul, we can see that they are similar to brand DNA which is a genetic instruction as a unique core 
value that defines the organization itself and distinguishes it from another organization. 
2.3. Interactive marketing 
The interactive marketing from Kotler and Armstrong (2009) is the marketing from the employee, in this case the 
lecturers, to the customers who are the students. Deighton (1996) argued that the interactive marketing features the 
ability to address an individual and the ability to gather and remember the response of that individual leading to the 
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ability to address the individual once more in a way that takes into account his or her unique response, in this case 
the lecturer-student interaction on both formal and informal interactions that will determine the social value and the 
culture inside the organization itself. Based on this definition, the Brand DNA of University X is shaped by its 
interactive marketing. According to the relationship marketing model by Palmatier (2008), the author used 4 
elements in capturing the interactive marketing activities. Those are: interpersonal relationship, consumer trust and 
commitment, short-term effect, and long-term effect. 
The interactive marketing is captured through the relationship marketing activities. Palmatier (2008) defined that 
relationship marketing (RM) is the process of identifying, developing, maintaining, and terminating relational 
exchanges with the purpose of enhancing performance. Another work from Fernandez and Bonillo (2006) suggested 
that some consumer value should direct into positive and/or negative value perception through an exchange process. 
Recent research work from Anissa and Budi (2014) also claims that the shifted brand DNA value between positive 
and negative throughout experience of students in a university. These works support the evidence that the interactive 
marketing is as a result of understanding the organization and how the understanding has been communicated to the 
external parties. 
Hence, it can be argued that the tools to exploit the understanding of the brand DNA from its organization can be 
viewed through their interactive with external parties and it creates the theme of interactive marketing concept. To 
some extent, the elements introduced by Palmatier (2008) can be used as a framework for the investigation process 
in this research. 
2.4. Research proposition 
The perceived brand DNA and the real brand DNA may have different interpretations. The interactive marketing 
activities from the junior lecturers from the Faculty of Economics at University X will enrich the perceived 
experience of the students about the value of the organization. The combination of perceived value DNA (boost by 
interactive marketing) and real brand DNA determine whether the students’ value perception will turn into positive 
or negative perceived value in the years to come. As also argued by Crosby and Stephens (2010) and Palmatier 
(2008), this research proposes that perceived brand DNA with strong impact and relevance to the interactive 
marketing will have an effect on how the interactive marketing activities are implemented.  
3.  Research method 
This research is conducted in qualitative method to explore the depth of the brand DNA and interactive 
marketing of a private Catholic university in Jakarta, Indonesia. Due to privacy matter, the name of the university 
will not be revealed on this paper and to be named University X instead. As argued by Jones (2014), bringing new 
blood into an organization can break the status quo and bring new perspective, while challenging the current 
organization culture with their involvement. This is the reason in choosing the junior lecturers as the subject in this 
research. Ford (2007) has a similar argumentation that is also in line with this approach. In most of his research 
works on non-profit organizations, he claimed that while the older generation has the tendency to stay at the 
equilibrium, the young people were proven to be the ones who lead changes in most organizations. 
The samples are 10 junior lecturers from the Faculty of Economics which is also the population size. The 
sampling technique is judgemental / purposeful sampling where the researcher actively selects the most productive 
informants to answer the research question.  
To collect the primary data, the author used the in-depth interview towards the respondents. The researchers 
prepared some initial questions to be dug and elaborated (Boyce 2006, Flick 2009, Creswell 2012, Lincoln & Guba 
1985). The data analysis mimics the process introduced by Miles and Huberman (1994). The data analysis consists 
of several iterations. The first iteration was creating the interview transcription followed by data reduction into 
themes. The third iteration was determining values of brand DNA and Interactive Marketing Activities from the 
themes. Finally, they were staged into the outcome space. The final outcome displays the values derived from 
Brand, activities in relationship marketing, and their impact and relevance on each other, while iteration one and two 
are not displayed in this paper. 
463 Billy Surya Atmaja and Andy Susilo Lukito Budi /  Procedia - Social and Behavioral Sciences  224 ( 2016 )  459 – 466 
Issues in qualitative about subjectivity, number of informants to generalize the result have also been anticipated 
in this research. Some precaution steps have been taken to mitigate the issues during the interview process and some 
confirmation steps have been performed necessarily (see Flick, 2009; Miles & Huberman, 1994; Patton, 2002; Seale 
C, 1999; Mason, 2010; Golafshani, 2003; Johnson, 1997; Marshal, 1996; Mishler, 2000). 
4.  Research result and discussion 
The result and discussion consists of three points. First, the Brand DNA values presentation. Then, it presents the 
Interactive Marketing Values. The third point is presenting the outcome space and discussion.  
4.1. Brand DNA 
From the interview transcripts, the perceived brand DNA affects the education quality, kinship, discipline, 
honesty, and Catholic value more significantly. These are the brand DNA captured strongly by most of the junior 
lecturers. Further, all those perceived values are categorized into 4 different elements according to Brand identity 
from Aaker and Joachimsthaler (2000).  Figure 2 displays the categorization result. 
According to Figure 2, there is a lot of Brand DNA components revealed from University X that have been there 
until this very moment. Some of the perceived values from the brand are positive, there are some unfavourable 
values taken from the informants as well.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2. Brand DNA components. 
4.2. Interactive marketing 
The interactive marketing captured with the relationship marketing theory is divided into 4 elements which has 
been listed in Figure 3.   
Figure 3 has shown that these are the interactive marketing activities by the junior lecturers of University X 
through the relationship marketing theory by Palmatier (2008). All the activities were derived from activities listed 
from the interview process and were themed into several generic activity codes, such as “Open to students who are 
in need”, “ tell people the good side”, “believe in value Terpercaya kualitas lulusannya – trusted quality of its 
alumni”, and so on. Then, those activities are matched with the four factors of interactive marketing from Palmatier 
(2008), i.e.: interpersonal relationship, consumer trust and commitment, short-term effect, and long-term effect.  
 
Brand DNA of 
University X Discipline 
Bad Organizational 
Structure 
Unorganized 
Human 
Resources 
Honesty 
Polite and 
Good Manner 
Good Education 
Quality 
Lack of 
Leadership 
Good Kinship 
Lack of Catholic Value 
Implementation 
White Dove as a 
Love Symbol 
Brand as Product Brand as 
Organization 
Brand as Person Brand as Symbol 
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Fig. 3. Interactive marketing components. 
4.3. Outcome space 
Finally, we list the two variables (DNA values and Interactive marketing Values) into one list and find the 
conjunction between the two of them together with the impact and relevance perceived from the interview result. 
Both impact and relevance are categorized into positive and negative perceived values from informants’ perception 
about the brand (DNA values) and from the marketing activity done by the employees during their interactive 
activities with external parties (Interactive Marketing Values).  
 
Fig. 4. Outcome space: the relationship. 
The impact is what effect the brand DNA has, whether it is positive or negative. Relevance is the connection to 
the interactive marketing, whether it is positive, that means it is relevant to the interactive marketing; or it is 
negative, that means it is not relevant to the interactive marketing. 
Interactive 
Marketing of 
University X 
Interpersonal 
Relationship 
Consumer Trust 
and Commitment 
Short-term Effect Long-term Effect 
Tell people the 
good side 
Open to students 
who are in need 
‘Terpercaya Kualitas 
Lulusannya’ is true 
Implement 
good values 
Create positive 
word-of-mouth 
Good place 
to learn 
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Based on the data generalization, the main brand DNA of University X are: good education quality, good kinship, 
discipline, honesty, and Catholic, but lack the value implementation. Those elements are the most affecting brand 
DNA toward the interactive marketing activities in University X which are perceived through their involvement 
experience. The more involvement within the organization, the stronger the brand DNA perception will be.  
The brand DNA has been shaped as an organizational culture of University X. Therefore, those elements are the 
basic designs and norms in delivering the interactive marketing activities in University X. The interpersonal 
interactive, consumer trust and commitment, short-term effect, and long-term effect of the interactive marketing 
activities are determined by the good education quality, good kinship, discipline, honesty, and Catholic value of 
University X. 
Conclusively, the ‘good’ brand DNA can be a determinant to good interactive marketing activities that will 
increase the student admissions for the sustainability of University X in the upcoming year, vice versa. These brand 
DNAs are the ones the lecturers used to promote along with the interactive marketing activities to the students. 
Therefore, there is a need to shape the brand DNA to be ‘good’ to create the good interactive marketing which 
eventually increases the student admissions of University X in the upcoming years. 
Indeed, this research also notifies some unfavourable values especially about lack of implementation either in 
delivering the Catholic value, unorganized HR while it can be as a result of lack of leadership. It seems the 
unfavourable value is focussed on lacking the ability to implement such values into its employees.   
5.  Managerial implication and suggestion 
In order to create the ‘good’ brand DNA, the lecturers have to be deeply involved in activities on University X to 
accelerate the perceived brand DNA sooner. This way, the brand DNA will be perceived by the lecturers in their 
early stage of career to ensure that they can deliver the brand DNA well. This research successfully identified some 
values perceived from the junior lecturers, while some values are perceived positively and some values are not well 
implied. According to the outcome space, it can be argued that some strong values of the brand do lead the 
interactive marketing activities. Also, in the detailed interview data, it is found that different experiences also caused 
different establishment of DNA value for each informant. 
Given that, some suggestions can come up from the result. A university, as a result, can put effort to find its own 
core DNA values and impose those values on its employees with a belief that the employees will mimic the DNA 
value through their interactive activities with their customers. Finding the core value, as stated by Ford (2007), is not 
easy but a valuable process.  
Also, in the light of establishing good brand DNA value, a university should keep delivering the value through 
implementation so that its employees start to experience the value implementation and create their perception as a 
result. 
Through the fresh perspective and more engaging interactions between junior lecturers and students, the 
establishment of the brand DNA should be well-built through the junior lecturers, for they can bring positive 
influences to their environment and affect the behavior of other employees such as the senior lecturers and non-
academic fellows by challenging the current status quo, while also actively involved in the interactive marketing 
itself. 
For university X, although the ‘good’ brand DNA will be delivered well by the lecturers, the ‘bad’ brand DNA 
needs to be rebirth into a ‘good’ one, especially the lack of Catholic value implementation, through the 
dissemination and implementation of Catholic value starting right at this moment. 
Next possible research that emerges from this result is deploying bad values from some Brand DNA result into 
positive effort through interactive marketing activities. These kinds of activities can identify which are the ones that 
can result in positive values the most, while the effort to promote the values can be institutionalized to be permanent 
and sustainable values. For academic purposes, interrelation among these latent variables may be tested 
quantitatively and the result can promote a behavioral model that can be tested repetitively in different time, with 
different people, and at different place/organization. 
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